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The Falling Market Scare 


How Shall Salesmen Be Armed Against It? 


This article is based on personal interviews with some of the best informed executives in selected 
lines of business. It makes no effort to present the multitudinous economic phases of the situation. It 
predicts nothing. It is an earnest endeavor to help our readers by setting down such information as 
we have been able to gather with reference to methods and plans being used or contemplated. All 
indications are that the “‘wait for lower prices’ buyer will prove a bothersome person to every sales 
manager, and we feel confident that the more far-sighted will want to do everything possible to fortify 
the salesmen against his objection. 


During the last few weeks those opti- 
mistic souls who had hoped that all man- 
ufacturers and dealers would “stand pat” 
on the prevailing prices have been rudely 
jolted. Alfred, Decker & Cohn have 
thrown a monkey wrench into the ma- 
chinery by announcing a decided cut in 
spring prices. The American Radiator 
Company is out with a twenty-five per- 
cent cut. Interwoven hosiery has been 
Marshall Field & Company 
have cut a few fancy capers, and so far 
as the automobile men are concerned 


slashed. 


they are all walking on eggs, wondering 
who is going to be “next.” 

It is all very well to say that these are 
exceptions, and to dismiss the matter in 
your mind. But how about your sales- 
men? What are they going to say to the 
buyers, who interpret these signs to be 
the beginning of a price stampede and 
have adopted a watchful waiting policy: 
It is not enough to quote Judge Gary’s 
famous prediction and advance a few 
vague generalities. Salesmen have to be 
fortified with more substantial evidence 
and arguments if you want orders and 
not excuses. 

Among Those Interviewed 

In the hope that we might be of some 
service to those readers of SALES MAN- 
AGEMENT who are confronted with this 
falling market problem, inquiry was 
made among such concerns as Wilson 
Brothers, Earl & Wilson, Waxit Manu- 
facturing Company, Barrett Company, 
International Heater Co., Superior Un- 
derwear Company, Chicago Paper Com- 
pany, Colgate & Company, Eureka Vac- 
uum Cleaner Company and other prom- 
ising sources, to learn what steps were 
being taken to arm salesmen against 


what bids fair to develop into one of the 
most perplexing selling problems of re- 
cent years. 

A great many interesting methods 
were unearthed. One of the above men 
tioned concerns, for instance, is busily 
at work on a series of charts which will 
picture the economic conditions under- 
lying the present price uncertainty. The 
salesman carries the charts with him to 
convince the hesitating buyer that not 
only is it unwise for him to wait for 
prices to fall, but that if he doesn’t buy 
now he is likely to be left out in the cold 
These charts picture the fol- 
lowing conditions: 


completely 


Visualize Underlying Conditions 

1. The labor situation—showing that 
after the civil war prices of labor did not 
recede as was generally expected and hoped, 
but on the contrary in 1880 lahor was 38 
percent higher. 

2. Export demand—Much has been said 
about the needs of the war impoverished 
countries, but buyers dismiss this argu- 
ment lightly unless it is backed by facts and 
figures 


Assured high living costs—Pictured 
by wheat prices under federal guarantee 
and increase in wealth. The buying power 
of the dollar is directly influenced by the 
price of wheat. 

4. Readjustment of weaith strata—A 
great many people who were not potential 
buyers of luxuries are now prospects for 
such merchandise, multiplying the demand 
for some products several times over. 

5. Fluctuating raw material costs and 
the necessity of day to day production. 
While this is primarily a manufacturing 
probleni it is also a buying problem. 
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in advance, as well as other important « 
ments of manufacture, on makers’ cost. 
7. Resumption of postponed repairs and 
improvements and their effect on raw mate- 
rial and labor market. 
Similarly another concern is having pho- 


tographic reproductions made of 


ber of car-load orders which it 
cently turned down The checks 
accompanied these orders, as well as the 
letters refusing to accept the orders be- 
cause of the uncertainty of being ab 
secure enough raw materials to fill them, 
and at the same time continue to: supply 
established trade, are also photographe 

In using these portfolios a special selling 
talk is to 


point that if there was any danger of 


: cap he ‘ 
be employed which makes the 


prices falling, the house would not be send- 


ing back these perfectly goo 
these big buyers would not be placing or- 
ders for a car-load of merchandise at this 
time. 

One Way to Beat the Price Cutter 

But one of the most interesting tenden- 
cies uncovered in this inquiry was the pains 
being taken to urge salesmen to “sell” the 
institution more than ever before. This is 
the course, for example, decided upon by 
a clothing house which is going to maintain 
its present prices in spite of what others 
may do under the circu said 
sales manager of that house: “We maintain 
that no concern can cut prices at this time 
without laying itself wide open to a charge 
f profiteering in the past. We are going 
to put it squarely up to our customers 
whether they are now going to forsake a 
house that has treated them fair and square 
during the war, or patronize a merchandiz- 
ing adventurer.” 


Amplifying his argument this sales man- 
ager pointed out that it would be compara- 
tively easy for any concern, with a lot of 
war orders in the shops during the war, to 


raise prices solely with a view to making a 
sensational cut as soon as the war was 
Over. 

Then, of course, there are many manu- 
facturers making advertised products who 
will bolster up the salesmen with strong 
consumer advertising campaigns featuring 
a standard price. The Waxit Manufac- 
turing Company is a case in point. This 
concern has just set a new standard price 
which will be widely advertised, and it is 
worthy of note that this price is higher 
than it was before. In view of this stand- 
ardized price to the consumer, the manu- 
facturer anticipates little trouble in con- 
vincing middlemen—both dealers and job- 
bers—that no reduction in price is likely. 

Most of the sales managers interviewed 
were unanimous in agreeing that salesmen 
should be strongly backed up at this time 
by mail campaigns and special letters from 
the house. It is held that written evidence 
preceding the salesman’s verbal citation of 
the facts, has a deciding influence on the 
buyer’s decision to buy. In cases where 
acute price controversies develop, most of 
them by 
means of personal letters. In a few cases 


the sales managers will handle 


special men are being sent into the field 

who will be at hand to assist the salesmen 

in case the situation gets beyond his con- 
trol. 

What Colgate Are Doing 

Capital is being made of the distribution 

facilities of the house. Inasmuch as the 

situation is one that calls for small orders, 

and conservative buying, those manufac- 

branch distributing 

a decided advantage. Their 


turers who maintain 
stations have 
salesmen are being urged to work this point 
overtime. Many concerns, and even some 


he larger jobbers, are opening up 
branch distributing stations in anticipation 
of the period of conservative buying which 
is sure to grow. It is reported that Col- 

ite & Ci 
ing a Chicago distributing branch to meet 
these conditions. Selling and advertising 


effort will be concentrated in zones where 


mpany are contemplating open- 


quick shipments can be made. In a gen- 
eral letter to the trade dated January 2d 
Wilson Brothers say: 

“We believe it is a wise policy in times 
of uncertainty like these to reduce stocks 
of merchandise especially of inferior goods, 
to buy conservatively and to deal with the 
most reliable and strongest houses, who 
have their customers’ interests at heart and 
have shown it during the war.” 

It is interesting to observe the wide dif- 
ference of policy evident in some concerns. 


Whereas most sales managers are proceed- 
ing on the theory that now, more than at 
any other time, salesmen should be given 
as many facts as possible regarding condi- 
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tions, others take an opposite view and 
argue that it is the salesman’s business to 
get orders and it is none of his business 
what price is, or what might happen to it. 

One sales manager stated that he did not 
think it expedient at this time to “disturb” 
the salesmen by writing them letters which 
might cause them to get the impression 
that the price situation was in any way 
worrying the office. Only one out of over 
twenty sales managers interviewed, how- 
ever, held that view. The general policy 
seems to be to forewarn and forearm the 
salesmen so that he will be in better shape 
to meet the situation as it unfolds. In 
certain hand-to- 


every line there are 


mouth manufacturers and jobbers who 


night start rocking the boat at any moment. 


Picking the Buyers to Cultivate 

The importance of working more closely 
than ever before with the big purchasing 
agent was emphasized by one sales execu- 
tive. His thought is that much valuable 
information can be collected in this way 
for passing on to the salesmen. A _ paper 
concern has prepared a business barometer 
chart showing the rise and fall of sales over 
This chart shows that 
for every high period of sales there has 
been a corresponding low period. As the 
past two years has been higher than ever 
before, salesmen are being urged to pre- 


a period of years. 


pare by cementing relations with those con- 
cerns who will be least likely to experience 
labor troubles. It is felt that should the 
labor situation become acute these custom- 
ers, by virtue of the “family spirit” pre- 
vailing in their plants, will be least affected. 

Among the wholesale houses there is a 
tendency to build up their sample lines to 
encourage variety buying, as well as qual- 
y One large institution is send- 
ig its men out with the most complete 
sample outfit in its history. This is in 
striking contrast to the war-time policy of 
cutting down on sample trunks. By this 
means it is hoped to keep up volume of 
sales, and still protect the dealer by ena- 
bling him to only buy small lots of quick- 
turning merchandise. Both jobbers and 
manufacturers are working the “quick turn- 
over” argument over-time. It is one of 


ity demand. 
1 


the strongest points a salesman can use to 
sell goods against a falling market. 

In the paint and varnish field sales man- 
agers are instructing salesmen to capital- 
ize the service argument. Salesmen are 
being urged to work closely with the dealer 
to help him turn his stocks quickly. One 
concern: in this field has just addressed a 
letter to its salesmen in which it reviews 
the conditions which have existed in the 
past, such as poor merchandise, shoddy 
service, and independent handling of cus- 
tomers, and pointing out how these condi- 
tions must be corrected before prices come 
down. 


Wherever pessible the buyer is being pro- 
tected against a fall in prices. One of the 
big underwear concerns, noted for his 
“stand pat” policy on cancellations, is 
now accepting orders subject to cancella- 
tion. It is also making capital of its ad- 
vertising and zone distribution service. but 
it is holding fast on price. Only the other 
day this concern received a letter from a 
big Broadway department store stating that 
an announcement had been received from 
one underwear concern quoting a 15 per- 
cent cut in price. If the manufacturer was 
willing to make a similar reduction this 
buyer said he might consider placing an 
order, otherwise he would wait for the 
“drop.” But he bought at the old price. 
similar instances of where big 
buyers are attempting to make capital out 
of isolated price-cutting is in evidence, but 
in nearly every case sales managers are 
replying that there is nothing doing, and 
that there will be nothing doing until the 
cost of manufacture recedes. Copies of 
such letters, especially to influential buyers, 
make valuable ammunition for the sales- 
man to use on his smaller accounts. 


Many 


The Salesman’s Trump Card 

A strong card which the salesmen can 
use in discussing the price situation with 
buyers is the price trend following other 
modern wars. <A large Philadelphia hard- 
ware jobber has furnished its salesmen 
with-these facts to be used in that connec- 
tion: 


“With this demand for material and _ food, 
history should repeat itself, and if so prices will 
remain high for some time. The price of foun 
dry pig iron, f. o. b. Philadelphia, when the 
Civil War broke out in 1861 was $20.25 per ton; 
when it closed in 1865 it was $46.12 per ton, and 
three years after in 1868 the price was $29.25 
per ton. When the Franco-Prussian war broke 
out in 1870, the price of pig iron was $33.25 per 
ton, f. o. b. Philadelphia. In 1871 $35.12, in 
1872 $48.87. Steel prices followed substantially 


the same course as pig iron during both these 
wars. 


“In 1861 the price of western wheat, f. o. b. 
New York, was $1.38 a bushel; in 1865 $2.4: 
per bushel, and 1868, three years after, $2.40 pet 
bushel. In May, 1870, the price of northern 
wheat, f. o. b. Chicago, was $1.13 per bushel; in 
1871 $1.20, in 1872 $1.12.” 

It is important, however, that salesmen 
arm themselves in such a way that they will 
not only be able to meet the buyer’s falling 
market objections, but whenever possible 
to turn them into a reason for buying. 
Anybody can meet an objection, but it takes 
a real salesman to make selling capital out 
of it. This is exactly what some of the 
“price guaranteed” automobile concerns 
are educating their salesmen to do. When 
a buyer talks about what some other con- 
cern is doing in the way of cutting prices, 
the salesman uses the objection to prove 
his own company’s strength in the field. 
The very fact that it is able to maintain 
prices when everybody else is cutting shows 
that this is the car that people are buying 
regardless of price. 

(Continued on page 81) 
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Diagnosing the Ails of the Sales Department 


By John M. Bruce 


Vice-President and General Manager, Remington Typewriter Company, New \ 


No man is better qualified to advise with sales managers on the subject under consideration than 


Mr. Bruce. 


For several years prior to joining forces with the Remington people he was retained in a 


consulting capacity by many of the biggest corporations in the country. This article, based on a recent 
address, describes some of his experiences during that period of his career. If you read Mr. Bruce’ 
article in the October issue, ““A Plan for Increasing a Salesman’s Calls,” you wili not miss this oppor- 
tunity to look behind the scenes of some of America’s largest sales organizations. 


Many a company is running today 
and apparently successfully 
only because it is in a trade where no 
commercial ships really know what 
course they are steering. In a situation 
like this, one company could easily jump 
into a position of absolute domination 
of the industry as soon as that company 


running 


were to recognize and scientifically de- 
velop a system so it would know where 
it was going, what it was bound for 
and what it can do. 

In a large rubber company, a careful 
study was made of the business. The 
first thing that impressed me was the 
enormous number of their orders in 
proportion to the size of their business, 
although their business was. tremen- 
dously large. This company was doing 
a strictly and absolutely wholesale busi- 
ness, adhering to the policy of protect- 
ing its dealers to the fullest possible ex- 
tent, even so far as to refusing to sell 
its own directors the products of the 
company. This company has some sev- 
enty-odd branches and every branch 
vied with every other branch and every 
branch manager with every other branch 
manager in the promptness, efficiency, 
etc., of his service—‘‘service” being the 
fetish of the organization. 

The Customer With 600 Entries 

I analyzed a large number of accounts 
in one of their important branches and 
found, for instance, one customer whose 
account ran about $4,000 per month, who 
had 600 separate entries a month on the 
company’s books. This interested me 
so much that I went to this customer 
and made a direct investigation of his 
methods. I found that the rubber com- 
pany. had insisted that every one of their 
customers, in order to receive a trade 
discount and recognition, carry an ade- 
quate stock of their goods according to 
the rating of the customer, this being 
very scientifically worked out and these 
stock orders being insisted upon at the 
beginning of each season, but that was 
as far as the plan had gone. They did 
not realize that the maintenance of that 
stock which was insisted on had gotten 
that customer and many others into the 
habit of maintaining their stock by du- 
plicating every sale they made in direct 


order. In this customer’s establishment 
the stock boy was told to order every- 
thing he sold as soon as he had sold it. 
In other words, if he sold a box ofl 
automobile tire patches to a customer, 
he went to the telephone and ordered 
another box of the same kind of patches 
from the manufacturer; when he sold an 
inner tube, he immediately ordered an- 
other inner tube of the same size, etc., 
etc. So the customer was putting orders 
through the books of the manufacturer 
absolutely in retail quantities just ex- 
actly as a retail buyer would buy them 
if the manufacturer had sold to consu- 
mers, but at the wholesale price. The 
manufacturer, in other words, paid a 
dealer a handsome profit to carry his 
goods for retail distribution, and then 
performed the functions of a retail dis- 
tributor at second hand. A very brief 
analysis demonstrated the fact that no 
order could go through the books of 
that company for less than an actual 
cost to that company of $1.28 and that 
the cost of putting an order through 
the books varied only very minutely, 
whether that order was 25 cents or 
$25,000. 
The Worst Bogy in Business 

A study of the orders of this company 
proved the startling fact that 60 per cent 
of all orders received were handled at 
a loss. In other words, the clerical cost 
etc., of handling those orders more than 
offset the total gross profit on 60 per 
cent of all the sales made, and so the 
remaining 40 per cent of the orders re- 
ceived carried the loss made on the 60 
per cent and, fortunately, there was so 
large a volume of business and the 40 
per cent of orders were so large in size 
that they carried this loss and still the 
company made a handsome profit. 

I made myself unpopular with the 
president by showing him the _ net 
amount of dividends lost through this 
policy during the previous ten years. 

When I suggested a remedy for this 
condition, my remedy was laughed to 
scorn because it was entirely contrary 
to the “custom of the trade,” which was 
built up on “SERVICE,” as I mentioned 
before. “All the other competitors did 
the same thing and so they had to do it” 


+ 
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new industry 

By the simple expedient 
the rate of the salesmen’s mmissio1 
so they were paid a hands 
sion on a profitable sale—that is to say 
a sale large enough in volume to make 
a profit and almost no commissio1 
the pick-up sale—within tw 
number of orders below the profit point 
decreased from 60 per cent to 10 pet 
cent without } 
the trade. As soon as the trad is 
taken into the confidence of the co 
and shown that this company had 
from a retail organization into a whole 
sale organization, but was still maintait 
ing their retail distribution although 
ing it through retailers and it 
tinued it must have the retail privileges, 
the retailers instantly recognized the 
Justice of the argument and met it with 
ordial cooperatiot [In one cit) 
for example, six automobile trucks had 
been required to deliver the products 
the company to its customers a 
truck made three trips a day, entail 
a lot of overtime and a lot of wear and 
tear on the trucks because they were 


running nearly eighteen hours 


Cutting Down Delivery Costs 


That company is doing a business t 
25 per cent more than ever before with 
three trucks, because the t ( a 
schedule and the dealers have been edu- 


cated to the fact that if they want their 
goods delivered they must get them on 
the schedule, each dealer’s place being 
covered by two deliv 

In the office appliance field, the pr 
lem was found to be twofold: first, the 
problem of making the salesmen do cre- 
ative sales work—that is, selling office 
appliances where none was used be- 
fore; and second, securing business that 
is profitable rather than business that is 
unprofitable to the company. 

The exchange problem is the curse oft 
that business, but everything in the sales 
methods of that business tended to en- 
courage this evil among the salesmen 
rather than to retard it. For instance, 
the same commission has always been 
paid the salesman whether he made 


an exchange sale or a straight cash sale. 
In other words, the business has been 
conducted since its beginning on a com- 


The trouble 
was not on account of the payment of 
commissions, but due entirely to the 
fact that the commissions were not sci- 
entifically placed in the beginning. 

A salesman who sold an appliance for 
$100 cash received the same commission 


mission basis of reward. 


as the salesman who sold an appliance 
for $100 but received only $60 cash and 
took in an old appliance allowing $40 
for it and brought in that second-hand 
appliance to the company. It was al- 
most impossible to make the men man- 
aging the sales force see that there was 
a difference. They would point out to 
you that they could sell the second- 
hand machine taken in for $40, and 
therefore it was the same thing as 
money. They failed to realize that when 
they received the $100 cash the trans- 
action was finished and that when they 
received a second-hand machine in a 
deal the transaction was only begun; or 
that the second-hand machine had to be 
fixed up or rebuilt—a direct factory cost, 
and that after that second-hand machine 
was fixed up it had to be marketed, and 
when it was marketed it had to bear its 
share of the salesmen’s commission and 
cost of the repair department service, 
because as a company product it had to 
stand up within its limits exactly as a 
new machine. 

What Unbalanced Production Did 

I knew of one large textile specialty 
factory where the problem of production 
was turned over to a very brilliant engi- 
neer who was one of the best scientific 
experts in existence in his own field, 
which was motion study. Instead of co- 
operating, planning and preparing cam- 
paigns for the stores and doing the 
broad where the 
f production and distribution 


organization work 


problems « 


went hand in hand—where, for instance, 
it was necessary to study the lines of 
eliminate literally 
those lines by rearranging 
price schedules and pushing the sales 
force, rather than making what anybody 
wanted fegardless of whether he could 


production and to 


thousands of 


produce it in sufficient quantities or not, 
that engineer bent his entire energies 
toward the very interesting and fasci- 
nating problem of motion study. Con- 
sequently, he succeeded in increasing 
the production of the departments where 
he put in motion study from 600 per 
cent to 800 per cent, but absolutely with- 
out any cooperation with the other de- 
partments, with the consequent result 
that conditions in that factory were 
But had 
an Executive-Engineer been in charge, 
he would not have carried the findings 
of the motion study engineer further 


worse than they were before. 
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than to increase the production in so 
far as it dovetailed into his plan of 
operation for the next year. 


THE SALESMAN 


He sold me the goods that he had to 
sell, 
I heard, quite enrapt, what he had to tell; 


Just how, I know not, but he did it well, 


The salesman who called on me. 


He told me the news and the kind of day, 

He had a good face and a pleasant way, 

He got me to sign and he made me pay, 
The salesman who called on me. 


He carried his points in convincing style, 
He’d tell me a truth that would make me 
smile. 


It didn’t take long—just a little while— 
The salesman who called on me. 


My arguments, well, he could meet hands 


He 


He 


He 


He 


He 


down, 
helped me to laugh 
clown. 


like a circus 


made me believe in his own home 


town, 


The salesman who called on me. 


had a clean mouth and a clear, bright 


eye, 

wore modest clothes 
necktie, 
left me 
“Good-Bye,” 


good-natured, 


and a good 


and said 


The salesman who called on me. 


Eugene Brown, in “Woman’s Wear.” 
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efficient office. 
efficient and satisfactory. 
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Jost heretofore 


Then you begin to get 


time and traveling expenses. 


2604 Parkway 


$5 for a Banquet 
Soup and Fish 


But you or your men do the equivalent of this 
every time the long distance telephone is used 


You get only half the 


benefit of the 


NEW TOLL RATES 


unless you time your 


Gun metal, leather incased. 


You soon acquire a proficiency in using “long distance’’ 


Price $5. 


calls with the 


Prepaid. 
Fully guaranteed. 


Now in use by thousands of prominent concerns and hundreds of 
telephone companies, the Phonometer is standard equipment for the 
Saves its cost a hundred times and makes toll calls 


Send for a Phonometer on approval, Mr. Sales Manager, then equip your 
main and branch offices and take advantage of the NEW TOLL RATES to save 
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Something Different in Sales “Conventions’ 


Many of the selling methods which are now in general use by sales managers the world over were 
hatched and incubated in the sales department of the Todd Protectograph Company at Rochester. 
Foremost among these is their unique system of advance advertising for salesman, which has been 
adapted to nearly every high-geared selling organization in the world. The “Unconventional” con- 
vention strategem, described in this article, has all the ear-marks of an equally adaptable idea, and 
because of that fact we feel sure you will want to know about itt. 


) 


The last days of 1918 will live long Jim Goodly learned for the first time was possible to start the Ilriday “pro- 
in the memory of all Protectograph that he got in a bad fix by taking too gram” bright and early. Strange to say 
salesmen, for on December 26 to 28 they kindly to the General’s Havana cigars. nobody overslept, and  everybod vas 
participated in one of the most unusual Seriously, though, the Todd plan of there sharp on the dot—just like eal 
and irregular sales conventions on rec- an ( nconventional convention is a convention This was not surprising, 
ord. It existed only on paper and in the ‘eal idea, and one that might well be  fecause the morning program called for 
fertile imaginations. of Mesws. Todd, Muy, used by other sales organizations when a “joy ride” to the factory in huge sight 

s < . ~ — > he > 1 ay > ~o o 
Lee and Spear, the General Sales Staff the difficulties: and Heed at ol holding seeing busses Upon a ¢ at the 

. “eu? , . : a re ‘onvention overshadow 2 possi- . 1] 
of the “World’s Greatest Sales Organi- # real convention overshadow the possi factory the delegates were persona 

eer ble advantages. ? eas . a ras 
zation. MI ; —T conducted through the various 

ii YOu nee to hold a paper conven- ° ° F ‘ 
But you ask: “How can you have a , ke ‘ ee ae. facturing departments by the ot 
: pee Pe tion is a book of proceedings (in a pinch - 2 
sales convention without holding it? eee Pie fey ae the service department. For once the 
E H . : I hold a special issue of the salesman’s bulletin : 
<asy. How do corpor: awyer: ( ¢ : factory superintendent was in a good 

asy ow do corporation lawyers ho might do) a few photographs of the | ctory upé ntende as 4 , 

vel S 2A 1o , ‘“ . 1 ” mor he rit over ha int 
director meetings without holding  calesmen, “convention badges” and a humor. The trip over, back 1 the 
them? Simply by writing the proceed good cartoonist. In the book of pro- waiting busses and down town to the 
ings. And that is just exactly how the ceedings you will need an introductory ad-club, followed by more “speeches,” 
Todd people held their convention. explanation giving the purpose of the discussions, responses, et whic 
They wrote the proceedings and sent convention. Then, if we may borrow were prop rly “Tr e 
each man a copy so that he would know from the Todd convention proceedings ings 
° ° 1 ’ 1 - ch ) Id he nointed + hera t} + 
what he said and did! there should be a list of members of It should be pointed € ula 
; Be the sales force in “attendance,” with a these “speeches ( 5 ithusias- 
. = . , . a : : 1 TY ae ee es 
Photos Are Sometimes Deceiving g-oup picture of the reception commit- tically received. The whole report is in- 
Of course the salesmen were some- tee on the job waiting to give a royal terspersed with parenthetic comment 
: ae . etch ac “ehicétline and -atisewse 3 
what surprised when they saw the offi- welcome to the visiting delegates. uch a whistling and mpage Oo: 
cial photograph of the whole sales or- Chen, of course, the program. The pete i ss 5 
ganization seated around the food-laden program is very important because Hooray, rotagabae « Sesiagae ste Gntiiigrgetise 
tables in the banquet room of the Hotel ‘8@thering” your salesmen from all over CNcore. etc. the frequency of these 
Seneca. But this surprise was mild com- the world represents a great outlay of ‘"terjections ts p ay CApraieu _ 

. Mate Seattece ; money and time, and it is very necessary [act that the speech “makers” were pe 
pared to their feelings when upon ex- : caida ; : ’ . Pn er ap ing Ane 

. 1: that the limited time to be spent at the mitted to Write heir own applaus 
amining the photograph they discovered rv ccall 3 Cn al 

. ‘ ; actory snoul¢ ve used wisely. oo the H ; g 
that during this gala event they spent ; : wos Griffin Has Nothing on Speare 
+] ; sed } ea program must be instructive and help- J, 
the evening seated across from their , ele ee at the headline event—the widely ad 
i " at 4d eign ful as well as inspirational. There should See ee ee ee ; 
“ re > ae re hav y i ’ ? , rtice ) sachand ry} sdlowitlleu..weAd 
most hate rival, the camera laving be just enough entertainment mixed in vertised Protectog aph Vaudeville WV 
caught them in the act of smiling ie olen: Gee “held” Friday evening \ special thea- 
sweetly at him. Is it any wonder that . ter was built (also on pape yr : 
these men wondered how they could be Speeches Without the Agony great dramatical achievement e play 
: ; ; ; a 4 P atets “eeecece seen eeens, 
in Rochester attending a banquet at the The Todd “program” started off on was entitled “S-S-S-S-S-S-SHHHHHH 
Seneca and in their own home town at ‘Thursday morning with the “reception” NHHHH,” being a “drayma Five 
the same time? It wasn’t the camera, by committee and the “presentation” of | Acts and a Dull Sickening By 
however, that was to blame. Obviously convention badges. Then there was a Gosh” wrote it, the characters being a 
there is someone in the Todd art de- Pig get-together lunch at the ad-club, Mysterious Stranger and “The General 
. 1 ° 1 oe 1) n ' *en;i] ” The ~sirt n 
partment who is a wizard with the scis- followed in the afternoon by a general Sales Agent on His Trail. Che ¢ iin 
sors and the paste-pot “assembly” in the leading hotel. (In rises showing a corridor scene its! 
But the surprises were by no meas planning programs for paper conven- the convention hall \ group of sales 
. i alis p . » +? - 1 

-onfined he ficial | rrapl tions you can go as far as you like in men enter, sneaking out of the conven- 
conhnec to the ofhcia photograph. en aaa ye nt et tion for a little informal taod 

= os - cele y le Ss >| 2S ace VI LlO] LOT < tll LULL N n StS 
Imagine how Mr. Schuch felt upon read- ocanaplgpnite,- a ee ee : 1: 1: . 
. . dine and meet without fear of the treas- sion while some guy ts reading his pa- 
ing in the proceedings that he was am , siti. xh 1 eae Ly : 

r 4 » lel | | urer. ) ihis big event was punctuated per: What the Dear Firm Has id 
one ol le few delegates who was late 1 «6 ” + 
3 ' ‘ : D i 260 | ; with speeches and responses by the the Salesmen 

: ] ro ce yer 26 rhe > . . - ay -, - Gaede . | 

in arriving on Mecember “oth, when he various high moguls of the company, the First Salesma Aw, who wants to 
was quite sure that he had spent that meeting” concluding with the singing of | come to a convention and listen to a lot 
day to good advantage in planting a the anthem. “Protectograph, Protecto of speeches?” 
few much needed protectographs in his graph,” to the tune of Maryland. Harry Second Salesman: “What's rd 
territory. Jack Knabb was glad to know” Read “led” the singing. in there raving about?” 
that he was a frequent and welcome Inasmuch as everybody went to bed Third Salesmar “Who's going t 
guest at the convention’s sessions, and at 9:00 o’clock sharp Thursday night, it buy a drink?” 
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First Salesman: “Oh, something about 


a male cow and what the firm has done 
for us salesmen. What has it done? 
Say, I know all about that. Listen. Let 
me tell you about the time I sold them 
twenty-seven machines over in Bogo 
county in less than a week, and they 
made me split the commission with the 
guy from the adjoining county because 
he claimed and so on for five acts. 
It appears, from the proceedings, that 
some of the boys were a bit late in get- 
ting up Saturday morning after the vau- 
deville entertainment of the night before, 
thus making the Saturday session a bit 
late in getting started. It was given over 
to “unfolding” the plans for the new 
Premier Club, “the aristocracy of Pro- 
tectograph Salesmen.” Membership in 
the club is open only to salesmen who 
score 12,000 points a year. To make it 
immediately effective the inauguration 
was back dated to the first Monday in 
July, and Mr. Harry B. Midkoff of North 
Carolina elected himself president by hjs 
sales record for the period. The “ova- 
tion” accorded Mr. Midkoff must have 
been tremendous, judging from the pro 
ceedings. In fact, Mr. May, the presid- 
ing officer had great difficulty in restrain- 
ing the convention at this point. But he 
did. Of course, Mr. Midkoff made a 
‘speech” of acknowledgement in which 
he told how he did it 
A Paper Banquet With Paper Guests 
[he convention closed on Saturday 
night with a big “banquet” at the Seneca. 
Unfortunately, neither President Wilson 
or Mr. Schwab were able to accept the 
invitation to attend the banquet, but 
their notes declining the honor and ex 
plaining the circumstances which made 
their absence necessary were, of course, 
photographed and incorporated in the 


proceedings. However, Dr. Charles 


Eaton, a high government official, ‘in- 
spired” the delegates by his remarks. 
The other “speaker” of note was John 
M Bruce, vice-president Remington 


Typewriter Company. As a souvenir of 
the event a flash-light was made of the 
gathering, and a photograph presented 
to every man. This plan, however, was 
not without its drawbacks, as many of 


the “speakers” at the “banquet” com 


plained about the flash-light getting in 


to their throats—in fact. it seriously 


impeded Mr. Hunt, who was down for a 
“talk” on the many advantages of stay 
ing il territory permanently The 
‘convention” came to a close with a 


rousing k” by Lieutenant Walter L 
Todd, U. S. N., who painted a vision of 
the future 

Even though all this took place only 
in the book of proceedings it was none 


neficial to the salesmen. The 


Sales Management 


speeches were written just as carefully, 
if not more carefully, than if they were 
to be delivered at a real meeting. Each 
speech was edited so that it was nothing 
more or less than a bundle of ideas. The 
new model protectographs were pre- 
sented in life-like realness by remark- 
ably effective engravings. The same is 
true of the sales contest prizes which 
made a bulky supplement to the book of 
proceedings. 

The trip through the factory was pro- 
fusely illustrated, and while the action 
was missing, the word picture was so 
vivid that it was but a short step from 
the printed description to the real thing. 


There can be no question that every 
Protectograph salesman who “attended” 
the convention will be a better salesman 
—he will go forth this year with a bet- 
ter understanding of what his company 
is trying to do for him, with a sterner 
determination to make more money, and 
with new fire in his talk and new spring 
in his step. And all that has been ac- 
complished without taking any man off 
his territory for even a day; without a 
dollar’s expense in railroad fare; with- 
out the big hotel and entertainment bill, 
or the disrupting of the home office or- 
ganization attendant to the holding of a 
honest-to-goodness convention. 


Organization 


| commission basis. 


with practically every angle 


trade-marks, labels, packages, 


the west 


concerned 


140 S. Dearborn St. 


An Established Selling 


\Vants a few more meritorious accounts for national or local dis- 
tribution. We have been in business for over a century—covering 
the entire United States with our own force of men—Have thou- 
sands of current customers in many different lines—Are in a posi- 


tion financially to buy merchandise outright or handle it on a 


From the experience gained during our many years of success- 
ful business endeavors we have become thoroughly familiar 
of successfully advertising and 
merchandising any product of real value. We have at times 
employed as many as one hundred girls in house-to-house work 
—we know the cost of this work—the time it takes—and the re- 
sults in the way of sales. We are experienced in working out 
and in making prices and dis- 
counts to all classes of trade. We can give some real help 
toward building a new product 


We have large offices and warehouses both in the east and 


Here is a big opportunity for a few more firms to place their 
merchandise where it will be handled to the advantage of all | 


In answering give fullest particulars, which will be treated in 


strict confidence Address all replies to 


C.J. Van Houten & Zoon 


or rejuvenating an old one. 


Chicago, Illinois 
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Salesmen’s Comparative Records Minus the Sting 


By John W. Day 


Sales Manager, Hayes Pump and Planter Co., Galva, IIl. 


“Beating the Figures” has become a well-established national out-door sport for sales 


turns what might otherwise be a rather hum-drum existence into a game. 


Prac [ ( I l t ri r\ 


ganized concern uses some sort of a‘‘score board” for that reason. But like every device used 


purpose it has its shortcomings as well as it advantages. In this article Mr. Day 
the drawbacks, and outlines for the readers of SALES MANAGEMENT the plan he itses to overcome 


His article will especially appeal to the director of a small force of salesmen. 


Mr. Johnson, in his article in last month’s 
issue, advanced a number of reasons why 
salesmen fail. I notice, however, that the 
burden of these failures is invariably 
placed on the shoulders of the salesmen. 
Nothing is said about the percentage of 
salesmen who fail through mismanagement 
in the field. I am sure that every fair 
minded sales executive will agree with me 
that quite as many fail through thoughtless 
and soulless handling as go down before 
the shortcomings which that article tabu 
lates. 

Take, for example, the practice common 
in the so-called “high-geared” 
tions of using comparative records. 


organiza- 
I won- 
der if it ever occurs to these sales man 
sales- 


agers how many promising young 


men are nipped in the bud by this prac 
tice? Understand, | believe in comparative 
salesman is entitled to know 


whether he is doing well or 


records 
otherwise. 
There can be no question that such state- 
ments have a beneficial effect on a man whi 
is hovering close to the top. But what 
about the effect on the fellow who, through 


when the statement 
with your ornament- 
ing the tailpiece. When you knew, what 
the other salesmen who received that state- 
ment did not, that two weeks of that month 
you had been ill in bed with the “flu.” And 
you also know how you felt, and what you 
thought, when you observed that the top- 


know how you felt 


came- out hame 


man occupied that place for no better rea- 
son than he had landed one big order by 
virtue of being in a territory where big 
orders were possible. 

The purpose of these records, remem 
ber, is to stimulate friendly rivalry. Is 
that the effect they had on you when you 
were a tail-ender? Not if you are consti 
tuted like the great majority of salesmen 
within the range of my experience. You 
felt mad all the way through the first few 
months, and then as you saw the “game” 
you were up against, you became more and 
more discouraged and began to go about 
your work with one eye open for another 
job 

You say: “That may be all very well in 


some cases, but we overcome that draw- 


quota 


take into considerati 


factors as number of call 


ing cost, 


days on territory 


ders, as well as total sales 


not these the real achie 


salesmanship ? 


I 
I 


Realizing the shortcom 


comparative records as 
device, we have worke 
which has proved quite 


1 


a similar method, but 


sideration of our method n 


ing. 

In the first place we 
stead of names for listin 
the statement. Nobody 


bly there are other sales mat 


numbers represent except 


ee s. 
side and the salesman | : 
plan deprives the statemet 


force, it draws the stin 


feel that each man is giving 


efforts without the need 


before the whole organi 
ble that the man on the 


as good a salesman as 


wen. 
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no fault of his own, is down at the bot back by giving each man a quota which ter territory, and we d 

tom? equalizes his territory, ability and experi- — stroy his zeal by odious 
lf you have been a salesman, as you ence, yet places a premium on energy and we do know that every 

undoubtedly have, or you would not be capacity.” Very well. But does your low, will be benefited by 

reading this maga- 

mi es hee Salesman’s Least Total Calls Orders Davs O 

know how you felt Number Expense Sales Made Taken Ter: 

when you were the 1. ° » 11 e . 

low man on the 2 18 15 5 14 

statement because 13 12 17 9 

temporary condi 1. 12 3 14 | 

tions in your ter- D. 17 7 11 5 1 

ritory placed you 6 1 4 10) 8 

at a disadvantage ‘ I 5 I 15 

, S. q LO 

You . know how - " od ia . 

you felt when you 10. 16 . 

saw that some 11 ; ; 10 . 

other salesman in 12 15 9 6 . 

another _ territory 13 10 6 ° ‘ ; 

was making a 14 7 11 18 17 18 

great deal more 15 14 2 16 18 1 

money than you 16.. 8 14 8 11 I 

were making, al- 17.. 7) 17 9 12 } 

though you were 18 . 18 12 I 12 

putting in twice ET rs - = 


the work and were 
every bit as good 
a salesman You 


Records sent to salesmen. 
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By using numbers instead of names the sting may be taken out of Comparative 
Each man knows his own number. 
in each column tells him his relative efficiency for the month. 


Its position 


of tl 
inter\ 
tne w 
t th 
il i 


When the New Man Starts Out 


Sales Management 


on His First Trip 


By E. O. Higdon 


President, Chicago Sales Managers’ Association 


For twenty years the writer of this article has worked with salesmen. 
For many years he was special man for a Chicago house, traveling all over 
the country teaching jobbers’ salesmen how to sell instead of merely 


taking orders. 
as a manager of men ts attested 


in demand by 


Much of a salesman’s success depends 
upon the way he is started out. The last 
thing you tell a salesman before he starts 
out on his first trip generally stays up- 
permost in his mind, It is the pyscho- 
logical moment to impress firmly on his 
mind, the one thing which you wish him 
to bear in mind above all else. It should 
be done dramatically, in a way that the 
salesman will never forget it as long as 
he represents your house. 

For many years it was my practice in 
starting out a new bunch of men to have 
them report to me in a body the last 
thing before leaving. In turn I would 
ask each man if he had his expense 
morfey, and the different things that 
went to make up his equipment. | 
would ask them if they thoroughly un- 
derstood our policies, and if their con- 
fidence in themselves or the house had 
in any way weakened. If it had, now 
was the time to speak. 

The Biggest Thing of All 

Then I asked them if they were quite 
hadn’t forgotten some 
thing; if they were quite sure there was 
not something they had overlooked. As 
I spoke I well remember how the man 
Yes, his 


expense money was there. His order 


positive they 


would feel his pockets again. 


book was there. His sales manual was 
there. His price list was there. No, he 
hadn’t forgotten anything. He was all 
ready to start. 

“Boys,” I would say, “are you sure 
you have not forgotten the most im 
portant thing of all—the thing that 
means more to you, to me and the house 
n any other one thing? You have 
ought of everything that goes to make up 
your equipment, your expense money, your 
mileage book, your report blanks, and your 
price list, but how about the reputation of 
the House? Have vou thought of that? 
Remember you are either a representative 

misrepresentative of the house. 

Now, boys, when you leave this office 


tonight you are losing your identity. 
From now on you will be known first, by 
the name of this House. Everything you 
do and say will be a good mark or a bad 
nark against the House. We are placing 
its good name in your keeping, and I trust 
that it is being placed in safe hands. Some 
day you will turn back this trust to us. 
When that day comes, whether it is to- 
morrow or ten years from tomorrow, I 
want you to lay it down on this desk with- 
out a blemish, without a scratch, just as we 


Later he was placed in charge of a sales force. 
by the fact that Higdon-trained salesmen are 
y managers the country over. 


His success 


are turning it over to you today. We want 


each one of you to go out and get busi- 
ness so that your earnings will pyramid 
every year, but above all else we want 
you to keep the reputation of the House 
white. It is the biggest thing that you 
are taking out of this office with you to- 
night.” 

\nother policy which I have always 
found productive in handling salesmen, 
and which I thoroughly believe in, is to 
inake every man feel when he starts 
out that he is going to get all that is 
coming to him in the way of compensa- 
tion. This, of course, applies more to 
salaried salesmen than commission men, 
but I have seen many salesmen 
spoiled because the house policy was to 
pay a man as little as possible, and to 
sive him an increase only when it was 
necessary to prevent the salesman from 
voing with a competitor. It would seen 
like a matter of this kind is almost too 
elementary to mention in these columns, 
but the fact remains that there are very 


goad 


few houses, and even some sales mana- 
gers, who will not raise a salesman’s 
salary unless compelled to. 

When to Raise Salaries 

\s a general rule you can get more 
business, and certainly a greater meas- 
ure of loyalty, out of a sales force if you 
go over a man’s sales periodically and 
mark up the men who are worthy of 
Write the man a note, tell- 
ing him that you have noted with great 
satisfaction the evidence of his good 
work, and that vou want him to know 
vou appreciate the efforts he is putting 
forth. 

We place a great deal of importance 
on the good-will of the trade. The good- 
will of the trade is no more important 
than the good-will of the sales force. 
t is an asset that pays a dividend in 
every morning’s mail. It means whole- 
hearted co-operation, real loyalty, maxi- 
mum effort. And you can’t expect to 
have the good-will of the sales force if 
you make it necessary for salesmen to 
come to you and ask for a raise. When 
a salesman does that he usually has a 
card up his sleeve. You can put it down 
that all the time this dissatisfaction has 
heen brewing he has not been giving you 
his best efforts. You have paid him the 
raise he now demands, in the shape of 
missing sales and half-hearted loyalty. 


marking up. 
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Salesmen’s Comparative 


Records 


(Continued from page 79) 


a good point to keep before salesmen. It 
likewise shows that a large number of 
small orders is quite as creditable as a few 
big orders when it comes to the final show- 
ing. 

Referring to the record of our Decem- 
ber sales published on page 79. This will 
graphically illustrate our method of grad- 
ing. In the column “Least Expense,” the 
salesman who showed the lowest operating 
costs for the month of December is Num- 
ber Three, who occupies the high position. 
The man with the highest expense is Num- 
ber Four, who is at the bottom of the list. 

In the column “Total Sales,” the sales 
man having the largest sales would be in 
the first place, whereas the salesman with 
the least sales would be the tail-ender. A 
salesman knowing his number, can quickly 
see the relative showing he has made in 
each division of his work, and knows 
whether he is doing as well or better than 
the others without exposing him to ridicule 
of other salesmen. 


Mee ¥en Reading 
Sales Management 


During the life of your 
subscription many articles 
will appear in these pages 
which may be of consider- 
able value to you from time 
to time. At the end of this 
volume a complete index will 
be published, so if you file 
the copies as they are re- 
ceived you will eventually 
have a_ valuable’ reference 
file of sales management 
data at your fingers’ tips. 


Metalwing 
Binders 


have been’ especially de- 
signed for this purpose. 
They are an improvement 
on any other lace binder on 
the market. They are com- 
pact, durable, and_ easily 
manipulated. They are not 
sold in office supply stores, 
or by any other binder 
manufacturer. Binders are 
finished in a high grade silk 
cloth, lettered in gold, “Sales 
Management.” 


Price, post-paid, $1.50 


THE DARTNELL CORPORATION 
608 S. Dearborn Street CHICAGO 


soreget 


Reconstruction Work 
Salesmen Can Do 


Salesmen today must sell at least three 
things less tangible than material com- 
modities. 

Every salesman should first sell to his 


clientele Confidence—confidence in our 
country’s position in the world, confi- 
dence in our government, confidence in 
our resources—in our industries. He 
should sell Confidence in a way which 
will cause his client to resell it and his 
client’s client ad infinitum. 

The second great intangible product 
each salesman should sell is Progress. 
Every salesman should bring home to 
his client the vision of new markets and 
marketing possibilities, of new profits 
and profit possibilities, of the new and 
growing benefits of co-operative thought 
and action. Progress, too, should be sold 
in such a way as to pass it along from 
one to another on an endless chain. 

The third product less tangible 
than the other two, yet even more 
portant, is Sanity or its equivalent, com- 
There never 
need for common sense action based on 
confidence and progress than during this 
period of readjustment. Sanity and sta- 
bility walk hand in hand. It behooves 
every salesman, therefore, to sell sane 
buying, common-sense selling, sane poli 


even 
im- 
was greater 


mon sense. 


cies and common-sense dealing with the 
human as material elements.— 
Arthur A. 


well as 
Hood. 


The Falling 
(Continued 


In addition to 
essential facts on the price situation, one 


Market Scare 
from page 74) 
giving salesmen all th: 
sales manager has just called in his men 
and pointed out very forcibly to them that 
salesmanship is not a price proposition. “It 
our prices were down below all others we 
wouldn’t need any salesmen. Order takers 
would do very nicely. But because we had 
chosen to make a quality product, rather 
than a price product, we employ salesmen 
and we expected these salesmen to be able 
to convince buyers that, quality considered, 
our product is the best buy on the market 
regardless of how much the weak sisters in 
the line cut their prices.” Salesmen should 
talk “quality” and 
Summing up it seems to be the consen- 


“service.” 

sus of opinion that we are entering a period 
of conservative buying. The buyer who 
can be satisfied that the price of the prod- 
uct is right (quality considered) and the 
reputation of the house above question will 
buy. Otherwise he will not. Therefore 
any documentary verbal 
ments, or side-lights which you can give 
to your salesmen bearing on this assump- 
tion, will help them to write you letters 
beginning “Enclosed find order,” instead 
of several pages of reasons why no orders 


evidence, argu- 


are enclosed. 
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Where to Use the Blue Pencil on 
Sales Letters 


By Cameron McPherson 


f the easiest things in the world to « 
Special training is required to say “leave 
But to be able 


One 


fifteen-dollar clerk can do that. 
to make a weak letter strong, and to 
of words—that is something 
called upon to “O. K.” outgoing 
much loved as 


No man can set 


Censors are about as 
the proverbial fat man. 
himself up in the business 
would 
to keep in 
Blaisdell 
Better Let- 
ian a Vigilance 


censoring 
without inviting animosity. So | 
say that the 
mind when you sharpen your 


biggest thing 
is to constitute yourself in a 
ters Society rather tl 
Committee. 

With that 


‘ ragraph. 


point in mind we come to 
Like the saleman’s 
the let- 


interest 


approach may make or break 


ter Does it arouse quick 


without appearing forced? Does it start 


off naturally or as though 


some green 
rl 


driver let the clutch in too quick? There 


ought to be a reason for writing a man, 
and that reason belongs in the first para 
there have suc- 
cessful sales letters where the approach 
violent and far removed from the 
purpose of the letter. But these open- 
ings, while accomplishing their purpose 
of getting attention, are seldom as 
strong as the honest, straightforward 
start, which comes to the point quickly 
and 


graph, although been 


Was 


gives the letter a pleasing atmos- 


phere of self-interest 
Digging Out the Strongest Point 
letter critics 


Perhaps one of the best 


of modern times is Cyrus Curtis, the 


1 


publisher. I once heard Mr. Curtis say 
let- 
ters by taking some “buried” paragraph, 
dressing it up a bit, 

opening. ] 
porter uses the most sensational feature 


that he was able to improve many 


and using it as an 
Just as the star newspaper re- 


story as an 


correspondent gets his most telling point 


ota “opener,” sO the good 


up where it will surely count. 

After reading the first paragraph, jump 
to the last. 
many business men read only the first 
and the last paragraph of a letter. If it 
We want 
to get these “paragraph jumpers.” So 
a tie-up in the first 
and last paragraphs. 

That test over, analyze the letter for 


This may sound foolish, but 


doesn’t register, it is a goner. 


there ought to be 


tone. Does it sound sincere and ring 
true? Does it overplay the desire to 
sell? Does it let the buyer buy, or does 


it strive to stuff the merchandise down 
his throat? Words are only important 
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else again. 
‘ew rules which should -ove helpful th 
down a few rules whicn should prove nelpfui to the 
sales c Ml 


is lacking in salesmanshiy 


ts selling points. 


blank, these letters 


The Sales Manager’s Role in 


Sales Management 


Trade-mark Litigation 


By WV aldon Fawcett 


Vr. Faweett’s article in the January issue entitled “Close Cases Involving 
Sales Rights Under Trade-marks” has been pronounced by several readers 


to be the most 
sur’ that these readers will find this article, 
January issue, equally helpful and interesting. 


wdinminating article ever published on this subject. 


We are 
a companion to that m the 
Like the other, it publishes 


for the first time data that has been selected with the co-operation of Federal 


fficiais as Oe 


pre rblem on 


ing of particular value to 
his hands. 


lt the sales manager is not 


called into consultation when the adop- 


always 


tion of a new trade-mark is under con- 
when 
threatened in- 
The 
qualified 
staff tc 
sort of evidence that is most 
two 
trade-marks come in conflict. 


sideration by a business house or 


the menace of actual or 
fringement looms, he ought to be. 
alert sales better 
than other member of 
muster the 
potent in 


manager 1s 
any the 
deciding the issue when 
or more 

This all-important class of evidence is 
that which has to do with the likelihood 


of confusion in trade. The function of 
1 trade-mark, as it is appraised by the 
Federal courts and the Patent Office 


protect the ultimate con 
when 


~ 1S to 


sumer. Hence complication 
the 
foremost by the arbiter 


the mental 


any 


over good will arises, questions 


1 
isked first and 


have to do with attitude of 


he man in front of the counter. Will 
he, in his every-day purchases, be de 
eived or mystified in making choice 
hetweet competitive articles beari 
similar trade-marks? 


The Sales Manager on the Stand 
The sales manager is the logical au- 
ty to answer all such questions on 
the witness stand or at a board meeting, 
vecause he is in a position to obtain at 
rst hand or through his traveling sales- 


nen dependable data as to the buying 


a te 

habits of customers—what they ask for, 

it degree they are insistent in thei 
the 


a sales manager can give as to how 


specincations ere. Even evidence 


purchasers in various sections of the 


country pronounce a given trade 
nay prove a deciding 


namie 
factor in esti 
ating the resemblance between parallel 


ade-marks as was attested in the 


Vogel & Son and A. R. 


cases 


Gregoire & 


Through the sales manager can also 
yme, consistently, information as to the 
ass he population that ordinarily 

yur s the articles liable to suffer 
from confusion in trade In opinions 


it in Deister Concentrator Co. 
vs. Beister Mach. Co., the have 
hat this has important bear- 
ing. It may make all the difference in 
the world whether rival articles are sub- 
only to the inspection of 
and servants 


courts 


casual 
children 


ject 


persons su as 


he sales manager with a trade-mark 


or are subject to the close scrutiny of 
persons skilled in some particular trade. 
the intimate details that a 
Manager can supply as to consu- 
demand for a trade-marked 
the balance of power in 
an intringement suit, so may the sales 
manager’s knowledge of 


Just as 
sales 
mer article 
may serve as 
distributive 
when it comes 
to warning off trade-mark poachers. 

Caking another this same 
question we find rather weighty signifi- 
cance in the ability of the wide-awake 
manager to 


channels prove valuable 


angle of 


sales answer conclusively 
the interrogation: “Are these new goods 
sold in the same stores as ours?” That 
mighty important question these 
days when in many a line of trade there 
is growing up an 


IS a 


accessory of! supply 


trade that is almost as important in its 
way as the main line. In disputes such 
as the recent controversy between the 


Ford Motor Company and the Mansfield 
lire & 


that 


Rubber Company, it developed 
that an 
the 
same retail outlets as a primary article, 
the 
prestige 


when proof can be offered 


accessory or attachment is sold via 


the seller of basic article can pre- 


vent his being capitalized by 
use of his name on the supplementary 
article. This is worth-while trade-mark 
Ford, 
the manufacturer may ultimately decide 
to enter the subsidiary field that his en- 
In like fashion the 
Appeals at Washington upheld 
the objection of the 
the 
trade-mark for gas mantels because the 
GE. 


ords of its sales organization that ele 


insurance, since, as in the case of 


terprise has opened 
Court of 
General Electric 


Company to use of “Mazda” as a 


was able to show from the rec- 


tric lamps and gas mantles are usually 
sold by the same dealers. 
When the settlement of a trade-mark 


infringement case involves an account 


ing of profits, the sales manager is al 


most certain to be consulted. Inciden- 


tally. it may be noted that the court 
held in the case of Nelson vs. J. H. 
Vinchell Company that a_ trade-mark 


infringer cannot avoid having to pay prof- 
its by failure to keep accounts in his 
Where _ the 
comes in is indicated by the opinion in 


the Walter Baker & 


business. sales manager 


Co. vs. 


case of 
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Slack, wherein it was affirmed that the 


expense of making sales must be de- 
ducted in estimating the profits resulting 
from a duplication of trade-marks or 
trade names. 

For that matter, the evidence of sales 
managers as to the amount of sales 
made of a trade-marked brand of goods 
is as much a standard form of testimony 
in proof of the value of a trade-name 
the showing by the advertising 
manager of the amounts expended for 
advertising. In the memorable case in 
which Lord & Taylor sought to preserve 
their hosiery trade-mark “Onyx” from 
appropriation by another firm for use 
on underwear, the Lord & Taylor sales 
manager was one of the principal wit- 
nesses and, confirmed by the assistant 
manager, enabled to. give, 
from his card index records of purchas- 
ers by individual purchasers, an approxt- 
mation of total sales. In the same case 
the testimony of thirty-eight traveling 
salesmen in the employ of Lord & Tay- 
lor was introduced to support the con- 


as 1s 


sales was 


tention of the sales manager. 
A Question for Sales Managers 
“How do 


goods: 
the 
when 


our customers ask for our 
Obviously the sales manager is 
executive to answer this question 
his propound it and 
they are apt to propound it with anxious 
solicitude when up 


associates 


against a _ certain 
competitive maneuvers. The 
complication that I have in mind is the 
one that ensues when a rival essays to 
take advantage of the nickname that the 
public has of its own accord applied to 
product. When a certain 
portion of the public began to ask for 
“The National Alarm” instead of 
“Big Ben,” the Western Clock Company 
had to fight for its nickname just as the 
Coca-Cola Company made a strenuous 
effort to prove that the trade-mark pro- 
tection of “Coca-Cola” ought to extend 


to “Koke.” 


class of 


a pioneer’s 


for 


Very often, as in the case 


cited at the outset of this article, the 
retail trade or ultimate consumers, will 
make their own name for an identified 


product because it is easier to pronounce 
or easier to remember or more cleverly 
slangy than the appellation that the pro- 
ducer has applied. Under such circum- 
stances it is up to the sales manager to 
prove that the rights conferred under 
the original trade-mark should in reality 
extend to the short-cut of 
selection. 


the buyers’ 
own 


Sales Management should reach every 
sales manager’s desk without exception. 
It is a splendid little publication and de- 
serves all more than it 
Hope it will become a semi- 
monthly in the near future.—S. S. Wolf- 
son, sales manager, Eastern Parts Mfg. 
Co. 


praise and 


receives. 


A British View of American Sales 


Methods 


By Alec Nathan, 


Director, Joseph ‘Nathan & Company, Ltd., 


After all, the final result is to sell the 
consumer. The dealer comes into direct 
touch with him, the salesman rarely; the 
former is more important than the lat- 
ter. Grant this as a fact, and it must 
be admitted that if more time and some 
of the brains and energy put into edu- 
cating the salesman were put into the 
dealers, it would be short circuiting the 
selling proposition. 

You may say this is being done 
through the salesman, but my point is, 
it is an around-the-circle way and is not 
as effective as the more direct way of 
using the mail. What | say will not hold 
good with every line, but there are but 
few exceptions, such as motors, bridges, 
engines, and the like, but for 
articles of every-day common consump- 
tion it has a wide application. 


railway 


[ maintain that the most most effect- 
ive salesman a manufacturer can call to 
aid is advertising to the consumer 
user. Where the individual salesman 
can make 6 to 10 personal calls a day, 
an advertisement get into millions 
of homes, and appeal to thousands of 
dealers. 


his 


or 


can 


The salesman only anticipates the or- 
ders of the consumer that the advertis- 
creating, the amount that the 
salesman creates in comparison is negli- 
gible, and the time and mental energy 
put into educating him could more prof- 
itbly be placed in educating the dealer. 

Modern advertising has automatically 
into 


ing is 


categories: 
ambassa- 


salesmen two 
and 


former 


graded 
order-takers, commercial 
the book the 

advertising is making, the latter are spe- 
cialty men to smooth out mistakes and 
make adjustments where it cannot be 
done through the mail. Where the for- 
mer have to spend a lot of their and 
the time in making the sale, 
then look to the advertising, as this is 


dors orders the 


dealers’ 


direct evidence that it is not effectively 
doing its work, nor is the Sales Man- 
ager work in educating the 
dealer up to his proposition, otherwise 


doing his 


there is no truth in the oft-repeated 
statement that advertised goods are 
more than half sold when they are dis- 


played by the dealer. 

We have proved that all this is not 
“hot air,” for having worked on these 
principles we have built up a turnover 
for our particular line (Glaxo, the food 
that builds bonnie babies’) in Great 
Britain that is second to none. The 


method has stood the War Test. 


I have no time for salesmen; they serve 


London 


I do not want to convey to you 
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I think, 


in the world is the 


to overspecializing. N 


ing better understood and more 
ciently used than in America, an 
where are salesmen more 


taught their jobs. Through this is devel 


oped an atmosphere 
the one to the ot 
dependence is not 


that her, and their 


1 
t190tl]1 
ustly 


a useful and sometimes a_ necessary When it is realized that the Advertis 
purpose, but judging from the limited ing Manager and the Sales 

amount of American commercial litera- duties are inseparable, and whe 

ture | see, | have the impression that one begins and the other ends 1 

their importance in relation to other finable, and that the former mus 
forms of selling are overrated in under the direction of the latter 


America. 


It is quite an interesting problem, 


versa, then more economical and 


due, ive work will be done. 
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“A Million Useless Letters Daily” 


“As Per Your Communication” 


“Serving While Selling” 
“Why You Have Two Ears” 


These are four of more than one hundred titles on which I am 
writing stimulating Bulletins for stenographers, correspondents and re- 


tail salespeople. 


These Bulletins cover just one vital point each. 


They are illus- 


trated, and are punched for loose-leaf filing. They provide space for 


™ Please find enclosed “~and it isn't there! 


the employer's or manager's special ex- 
amples or comments on the topic treated. 

These Bulletins have come out of 
twenty years’ experience in advertising, 
selling, letterwriting and general business 
writing. They represent what I have 
learned of employe-training while teach- 
ing thousands of people (as head of In- 
ternational Schools of Advertising and 
Salesmanship), while managing a depart- 
ment of fifty correspondents, and while 
helping more than a hundred large re- 
tailers to make their salespeople more 
efficient. 

My Better Letters and Better Sell- 


ing Bulletins are supplied by a weekly service arrangement in any quan- 


tity desired, at moderate cost. 


as a part of any business-training program. 
ticulars sent free of obligation to any responsible inquirer. 


probably not more than 300 


Ideal for use in corporation schools and 
Specimens and full par- 
There are 
firms in the United States with the vision 


to see what can be accomplished through the homeopathic-palatable- 
dose-plan of coaching their employes and retailers’ employes on better 


business-getting and business- 


holding methods. 


Maybe Your Concern 


Is One 


S. Roland Hall, College Hill, Easton, Pa. 


of the 300 


function of advertis- 


scientifically 
of independence ot 
appreciated. 


Manager 
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As we go to press reports 


g 
Sit Tight and Tell continue to come in of this 
Your Salesmen to Stop and that concern announcing 
Rocking the Boat. a cut in price. While this 


is to be expected, neverthe- 
less, it must prove disconcerting to the great majority 
of our readers who are making strenuous efforts to 
maintain present prices which are amply justified by 
labor and raw material conditions. Every buyer in 
the country is “hoping” for a general price reduction. 
It is this hope for better prices that is holding back 
business. And every concern which exploits a price 
reduction is contributing just that much to the busi- 
ness uncertainty. 

The effect of these exploitations would not be so 
serious were it not for the fact that a great many 
salesmen are going about the country telling their 
customers that prices will be lower. They have abso- 
lutely no reason for saying so other than their own 
personal “hunch.” They think that such talk pleases 
the buyer, which is probably true, but as Mr. Osborn, 
of the United States Lithograph Company, puts it: 
“at the end of the day, and as a result of their own 
misdirected efforts they will have nothing to send the 
house but a letter of regret that business is poor.” 
Salesmen, more than any one else, should know that 
they cannot sell goods in the face of a weak or falling 
market, yet apparently they are doing all they can to 
precipitate such a market. 


Bes ai 
+ 


waka lala ay Aiea 


Business during the next few months is going to | 
be just what the sales managers and salesmen of this | 
country make it. If they all sit tight and each one 
does his best to show that no immediate price land- 
slide is possible with prevailing economic conditions 
the buyer will soon be disillusioned and he will buy 
normally. But if there is a continuance of unjustified 
spotted price-cutting, and a continuation of loose-talk 
about prices falling, we will have what above all else 
we don’t want—a price stampede. 


ee ae 


* rk * 
Has the Sales Mr. Nathan’s letter, printed else- 
Manager Outgrown where in this issue, crystallizes 
His Title? a suspicion which we have long 
entertained, that the title “Sales 
Manager” is a misnomer. ‘The very fact that our 


British friend suspects a wide gulf exists between ad- 
vertising manager and sales manager in this country 
shows this to be true. 

The title “Sales Manager” served well to describe 
the duties of the sales manager of the early eighties. 
But the job has grown since then. The modern sales 
manager has under him anywhere from five to four 
hundred territorial sales managers, several assistant 
sales managers, a manager of salesmen, and last but 
not least, the advertising manager. There will be 
some advertising managers who will dispute this } 
statement, maintaining that they are in no sense sub- 
ordinate to the sales manager, but if so they are ex- 
ceptions. Inquiry shows that in nearly every well or- 
ganized business the sales manager is in reality, if not 
in title, the advertising manager. 

Take the National Cash Register Company, an 
institution which exemplifies the best American prac- 
tice. Here we find the general sales manager has 
“complete supervision over the advertising depart- 
ment.” Out of a representative list of two hundred 
concerns queried on this point, twenty per cent re- 
ported that the sales manager had “close” or “full” 
supervision over the advertising. When it is remem- 
bered that there are nearly 200,000 concerns employ- 
ing sales managers and only about 16,000 of them doing 
national advertising these figures tell the story. 

In view of the real significance of a modern sales 
manager’s job, is it any wonder that we find such con- 
cerns as the Hoover Suction Sweeper Company en- 
trusting their selling activities to a “Merchandising 
Manager”; Mr. Wm. H. Ingersoll, styling himself 
‘Marketing Manager” and others attempting a com- 
promise with some such title as “Advertising Sales 
Manager,” “Sales and Advertising Manager,” etc. 

Anyone receiving letters from sales chiefs cannot 
help but notice this groping about for some adequate, 
all-inclusive handle. The sooner one is found, and 
universally used, the sooner these popular misconcep- 
tions as to what the sales manager does and does not 
do, will be cleared up. : 


i 
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Last Sunday The Chicago Tribune 


The Market pasar I . inhi 
For Salesmen’s carried eleven columns of advertise- 
Services ments for salesmen. During the war 


this class of advertising seldom ex- 
ceeded three or four columns to the issue. If these 
figures may be accepted as a barometer of employment 
conditions, the demand for salesmen has increased 300 
per cent since the armistice was signed. It is doubtful 
if the supply has increased proportionately, in spite of 
demobilization. These figures may prove suggestive 
to some sales managers who feel that now the war is 


over salesmen will be plentiful. Apparently there is 


more to the job of recruiting a sales force than hang- 
ing out a sign “Salesman Wanted” and waiting for 
the applicants to line up. 

In an early issue we will print a highly interesting 
account of how one big bond company has nearly 
solved its problem of getting a waiting list of the right 
kind of salesmen. Watch for it. 


* K * 


During the last few months a lot of 
simon pure bunk has been circulated 
by well-meaning persons about ex- 
port business waiting to pour in. Sales managers 
have spread their aprons waiting for the plums to 
drop, but most of them are still waiting. Moreover, 
they will continue to wait. Export business is no dif- 
ferent from any other kind of business—it belongs to 
the man who goes after it. But while you are going 
after it, don’t forget the old saying about leaving busi- 
ness for business. If some sales managers would put 
one-half the effort in getting the business that lies un- 
disturbed in their own front yards, as they do in going 
after business at the other end of the world, they would 
bank a bigger bonus check. 


Export Soap 
Bubbles 


* * * 


From one of the big St. Paul 
wholesale houses comes this 
letter: “Can you give us a list 
of books which road salesmen 
would be interested in reading? I would like to get 
the names of about a ten or so and we would then 


Educating Salesmen 
In Homeopathic 
Doses. 


put a dozen copies of each in our library.” 

Now, on the face of it, this looks like a mighty 
good idea. But unfortunately it 1s about as easy 
to get salesmen to read the ordinary dry business book 
as it is to get your mother-in-law to darn your socks. 
They simply haven’t the time, or rather they think 
they haven’t the time. You have to feed education to 
salesmen homeopathic fashion—in small but frequent 
doses. And the pill has to have a nice, thick coat- 
ing of Louisiana sugar or it will never leave the pill- 
box. 

Salesmen are by nature exuders of information. 
Their information absorbing machinery soon becomes 
stiff and unyielding. That is why ordinary educa- 


Sales Management 


tional methods meet with such little success when di- 
rected at the salesman, and why his education must 
be sweetened with personal experience stories and 
selling anecdotes. 


$5,000 Brains 
Don’t Go With 
$2,000 Salaries 


News of the reorganization plans 
of the Chicago Pneumatic Tool 
Company indicates that one of the 
aims of the management is to pro- 
vide for a closer alignment of what might be termed 
“non-commissioned officers.” The makers of “Little 
Giant” tools is not the only concern which is suffering 
from a scarcity of “under-officers.” The dearth is 
universal. There is altogether too much thinking done 
by $2,000 brains that ought to be done by the $5,000 
variety. 

John H. Patterson once said that the biggest busi- 
ness discovery he ever made was when he learned that 
whenever four men were put to work doing something, 
that a fifth man should be placed in charge of them 
to do the thinking. Mr. Patterson did not say whether 
he had salesmen in mind particularly, but it ought to 
go double in the salesman’s case. If there is any- 
body on earth whose work is susceptible to sound 
thinking it is the salesman’s. Good generalship is im- 
portant, but fully as important is a wealth of good 
corporals and sergeants. 


* ¥* * 
Making Good 


Use of Your 
Competitors 


‘Time was when sales managers 
looked upon an active competi- 
tor with about the same enthusi- 
asm as a war-tired soldier regards 
a lively tribe of trench cooties. Of course, he wouldn’t 
do anything so unethical as to knock a competitor, 
but it was quite noticeable that no opportunity was 
allowed to get by for putting a few carefully placed 
cans of grease under his skids. 

Just to show you how the world is moving let us 
quote a letter received from C. H. Greeley, sales man- 
ager of the Mayer Boot & Shoe Company of Milwau- 
kee: “I am giving you the names of a few concerns 
whom I think will be interested in your publication. I 
hope that they may become active subscribers, for 
even though they may be competitors of ours, what 
helps them helps me, because any increase in their ac- 
tivities makes me more active and more energetic in trying 
to improve upon their improvement.” 

There is a world of wisdom in these lines. What 
is the use of trying to make ourselves believe we are 
self-winders? We are just plain ordinary human be- 
ings. We need prodding. If a salesman ts a better 
salesman because of a little healthy competition within 
the organization, the same principle applies in our case. 
After all is said and done it would be a tame and 
commonplace world if our competitors “were all trans- 
ported far beyond the distant sea.” 
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$250.00 in Prizes 


for Stories of Business 


Paper Advertising 
Successes 


Realizing that some of the great- 
est advertising successes of the 
day are being won through ad- 
vertising in class, trade and tech- 
nical papers, CLASS announces a 
contest in which the following 
prizes will be awarded for articles 
describing campaigns of this char- 
acter ; 


First Prize - $100.00 
Second Prize 75.00 
Third Prize 50.00 
Fourth Prize 25.00 


Everybody is eligible to compete 
advertisers, agents, publishers, 
representatives. The only require- 
ment is that the articles deal with 
actual which shall be capa- 
ble of verification, and which 
demonstrate the effectiveness of 
advertising in business papers. 


Suggestions 
and Rules for 


Contestants: 


1. There is no limit as to the 
length of mss. submitted, but it is 
suggested that articles be from 
1,000 to 2,000 words in length. 


2. Stories must deal with actual 


campaigns and results, and be ex- 
positions of fact rather than theory 
or argument. 

The 


. ee 4 
corded will be of 


tacts, 


value of the facts re 
more importance 

in placing the contestant than the 

literary merit of the article. 


4. All mss. submitted shall be- 
come the property of CLASS. 

5. Prize-winning articles and 
other meritorious mss. submitted 


in the contest will be published in 
CLASS. 

6. Business paper-advertising 
iuthorities will be the judges; the 
publisher of CLASS will not in- 
fluence the selection of prize- 
winners 

7. The field or fields covered by 
the campaign are left to the con- 
testant. 


8. Name of contestant should 


be written on a separate sheet 
enclosed with mss., which should 
carry no name. 


Contest Closes March 1, 1919 
Address all Articles Entered to 


Contest Department Class 
417 S. Dearborn St. Chicago 
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How One Sales Manager Landed 


a Better Job 
By C. R. Johnson 


This is the story of a sales manager who found himself out of a job, 
and how he applied his experience and ability as a merchandiser to getting 


a new berth at an increased income of $4,000 a year. 


The fortunes of sales 


managing are quite as uncertain as the fortunes of war, and the time may 
come when you can take a leaf from this enterprising chap’s note book. 


We will call him Jones. Of 
that wasn’t his name, but it 


course 
will do for 
this story very nicely. 

About a month ago Jones found him- 
self out of a job. 
had tor a 
big store equipment concern, which had 
done a thriving business while its com- 
But 
when the competitors began to get busy 
the heckle 
Jones pretty hard—and being human, he 
told the 
the place where ice is unknown. 


During the war he 


been general sales manager 


petitors were busy on war orders. 


again directors began to 


carelessly directors to go to 

When the heat of battle had died away 
Jones took stock of himself and the situ- 
ation. Instead of doing what nearly any- 
body else would do, and going after the 
best job which he could get in touch 
with through his business and lodge ac- 
quaintances, he reached the conclusion 
that he had a common, every-day mar- 
So he 
selling his services in 


keting proposition on his hands. 
went about ex- 
actly the same systematic and deliberate 
that a new manufacturer 
a new product on the market. 


fashion 
put 


would 


Where to Sell Your Services 


First of all, he rented desk space in 
a large office building where they make 
a specialty of transient accommodations. 

Second, he began a careful survey of 
his market to determine where to direct 
his selling efforts. He did not do this 
with the idea of locating the line of 
business or the business houses that 
might need a sales manager, as most of 
us do, but he wanted to determine just 
what field promised the greatest returns 
during the next five years. After about 
a week’s investigation he narrowed the 
field to two industries—either trucks or 
small farm tractors. These two fields 
he believed offered the greatest oppor- 
tunities for a sales manager during the 
next five years. By a further process 
of elimination he finally reduced this 
down to the truck field, because that 
seemed to offer the least “sales resist- 
ance.” 

With his market all staked out his 
next step was to establish a mailing list. 
With the files of several automobile 
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truck publications to guide him, he se 
lected 100 concerns as being the livest 
in their fields. Then he 
to all 
which 


wrote a letter 
the 
secure the name of 
president or general manager. 


these concerns, object of 


was to the 

While waiting to complete this detail 
of his campaign he outlined for himself 
an intensive study course on the market- 
ing of motor trucks. He learned all he 
could about what had been done up to 
this time in that connection, and then 
with that information as a starting point, 
he began to build out of his own broad 
experience what he believed to be an 
advanced and economical plan for mar- 
keting a commercial vehicle. He talked 
with various authorities on _ selling 
trucks, checking up his own judgment, 
and locating in advance every possible 
objection to his plan. When he had 
satisfied himself that his plan was right, 
he then set out to sell it. 


Planning the Follow-Up 


A well-thought-out follow-up of five 
letters was sent out to name on 
his list, giving just enough information 
about his plan to excite a manufactur- 
er’s interest, but not enough to divulge 
The first letter 
asked the manufacturer if he would be 
interested in a plan that would produce 
such and such results. 


each 


its scope or operation. 


The second was 
about himself and his qualifications for 
carrying the plan through. The third 
told more about the plan. The fourth 
came back to himself, and results he had 
achieved in other sales promotional 
The fifth was a general summing 
up of the case with a direct request for 
an interview at the manufacturer’s ex 
pense. 


work. 


As a result of the campaign our friend 
was kept busy for a month traveling 
about interviewing prospective employ- 
ers. He was in a position to talk turkey 
to them, and being a skilful salesman as 
well as an experienced sales manager, 
he soon had a half a dozen concerns 
bidding against each other for his serv- 
ices. He closed with one of these the 
other day, and steps into a job that will 
net him at least $4,000 more a year than 
he was getting in his last position. 


Sales Management 


Good Health the Best Stimulus for Yourself 


and Your Salesmen 


You spend hundreds of dollars to 


etme | 


bility for increased sales. 


All the co-operation, all the speed-up literature, all the “ginger” in the world won't put 


rain salesmen so that they can get their full quota of business 
You provide them with sales manuals, with territorial data, with every aid you know of that offers a possi 


bal 


physically depleted salesman. No man, be he president, sales manager, or salesman, can put forth his best 


efforts unless he is in the proper physical trim. 


Statistics, based on an analysis of a large Eastern 


zation, show that only three out of every hundred employes are physically normal, the other ninety-s 


have something the matter with them. 


The proportion of men 


the matter with their health, is holding back your sales today. 


You cannot put all of these men in the 
best physical shape in a day or in a month 
But it is possible, as attested by the fact that 
many of the big corporations are already do 
ing it, to focus the attention of your sales 
men on their health, to help them ward off 
physical incapacity, and to keep themselves 
in the pink of physical condition. Jn no other 
calling is good health so essential to good 


} »f selling. 


work as in the business 

You can raise the health standard in your 
organization at a trifling expense per sales- 
man with no trouble whatever on your part 
THE NATIONAL BUREAU OF ANAL- 
YSIS will give you and your salesmen warn- 
ing of impending health break downs just as 
the red light on the semaphore warns the 
engineer of the train of impending danger 
ahead. 

The National Bureau of Analysis send its 
subscribers once EVERY NINETY DAY S 
a small sterilized container in a “‘travel-safe” 
package. You tear off the outer wrapper of 
this package and take out the container. This 
you fill with a specimen of urine and put it 
back in the package. The package is then 
found to be addressed to the Bureau and 
stamped ready for mailing. The entire act of 
opening the package, filling the container and 
mailing it back need not take more than ONE 
MINUTE OF YOUR TIME, 

The specimen is then subjected to a most 
thorough and rigid analytical and microscop- 
ical examination by the scientists of the Bu- 
reau who then formulate a REPORT OF 
YOUR CONDITION based on the findings 
of their analysis. This report is mailed to 
you personally, under plain cover. It is 
COMPLETE. It shows you just what your 
condition is and gives you positive instruc 
tions what to do. 

There are three dangerous conditions to 
be guarded against which are revealed by this 
examination. The presence of SUGAR, the 
presence of ALBUMEN, the presence of 
CASTS, in the urine. 


The Stitch That Saved Nine 


The report tells you what is found in your 
specimen. If the conditions are SERIOUS 
you are warned to go AT ONCE to a phys- 
ician and take him the chart of the findings 
of the bureau. This occurs only rarely. In 
the great majority of cases the subscriber is 
told how, by simple changes in diet or mode 
of life, he or she can STOP THE FUR- 
THER ADVANCES OF THE TROUBLE. 

These dietary recommendations are ex- 
tremely simple. Sometimes the subscriber is 


A few of the many large 
corporations using the service of the 
National Bureau of Analysis 


Alexander Hamilton Institute 
Allis-Chalmers Company 
American Can Company 
American Radiator Company 
Arbuckle Brothers 

Armour & Company 

Butler Brothers 

Crane Company 

John Deere Plow Company 
Diamond Match Company 
National Biscuit Company 
Runkel Bros., Inc. 

Standard Oil Company 

Swift & Company 

The Raybestos Company 
The Red Wing Company 
The Texas Company 

Wilson & Company 

Wm. Wrigley Company 


advised to eat less red meat, drink more 
water, eat less starchy foods or less sugar. 
Sometimes the subscriber is advised to take 
more exercise or less exercise; to take more 
sleep, to take less sleep. Sometimes a rest 
is advised or a diet suggested. 


Four Minutes a Year of Your Time 


If this service required a great deal of 
your time, there might be an excuse for not 
subscribing. BUT IT DOES NOT. Four 
minutes a year is mighty little time to devote 
to this INSURANCE OF HEALTH. 

If it were very costly there might be ap 
excuse. But IT ISN’T. The total cost of 


in your organization 


who have something 
this quarterly service for one w 
only $12.00 This is the TOTAL COST 
Phere is NO OTHER EXPENSI 
For this fee, the s scriber is giv 
EXAMINATIONS A YI 
Four complete reports on 
vealed by the examination, wit 
tions as to what to do t 
it ition s t } 
para e rep N ne 


Xaminations 


Fee Covers All Expenses 


This é er 
ven have to pay postag 
r ta er 1 T i 
dressed and s ped 
And y r r iN 
LARI y eve IU S ? 
forg S tmportar ns r 
Phe ureau is i? 
physician, ass ition 
ical bo It does not r ar 
It has a physician in charg s t 
analysts in an advisory « ipac 
mendations are the res of 
75.00 cases a 
medicines ar ? 1 " 
course of diete : t 
| sent diet 
suited t } re S 
t! > ber s I a 
c I ite. 
USE THIS COUPON 


FRANK G. SOULE, Pres. 
NATIONAL BUREAU OF ANALYSIS 
1920 Republic Bldg., 209 S. State Se... 
CHICAGO, ILL. 


Se ai ] 
‘f wanted at once enclose $12 and we w 
, e — 7 
enter you as a subscriber for quarterly exa 
nations for one year from date of receipt 


Whether you remit now or - 
is optional with you. (Request in no was 
binds you to take this service.) 


Sales Talks that Over-shoot 
the Mark 


By F. E. 


Norris 


Sales Department, Monroe Calculating Machine 


Co., New York 

The importance of a simple demon- 
stration was strikingly illustrated by a 
recent experience that came to the 
writer’s attention. The General Sales 
Manager of a well-known office appli- 
ance company was talking with the Ad- 
vertising Manager of another such com 
pany. 

Said the former official, “Would you 
take me for an ordinarily intelligent hu- 
man being? Frankly, I have always 
rated myself as such.” 

With perfect honesty the Advertising 
Manager assented. 

“Well,” continued the Manager, “about 
a year ago one of your men gave a 
demonstration in our office at which | 
chanced to be present. It was a re- 
He made that 
machine dance, jig, turn hand-springs, 
and I don’t know what wasn’t done. We 
had to admit that it was truly remark- 
able, and after he had gone, honestly, I 


markable demonstration. 


wondered what it was all about. To 
this day don’t know just what your 
machine could do for us. Your man 
kept asking if we understood, and | 
guess not one of us present had the 
nerve to tell the truth. 

much impressed with the 
failure of that demonstration that it 
stands out clearly in my mind to this 


“! Was: SO 


“Now there is one point I have 


thought of several times since It is 
this. How does your machine differ 
from the X Has your machine really 
iny advantages?” 

Thereupon the Advertising Manager 


a very simple manner explained the 
distinctive features of his machine. 

“Well,” said the Sales Manager, “that 
is remarkably simple. I wish I had 
known some of this a vear ago. You 
ve a wonderful machine, and 
an brought out the same 


certainly hi: 


had your salesn 


oints in the same way, he would un 


doubtedly have had an order 
4 cide forcibly illustrates the 
danger of shooting over the prospect’s 
he 
it emphasizes the importance of a 


simple, straight-forward demonstration, 

hich will enable the prospect to readily 
sp the strong points of one’s article. 
traight-forward demonstra- 
with enthusiasm and con- 
viction, is bound to be forceful 


Many specialty salesmen make _ the 


forgetting their mission. 


mistake « 

They forget that demonstrations are not 
to show their ability as operators. They 
re not for the purpose of showing the 


machine’s ability to do stunts. 


Sales Management 


Rates: i5c a line of seven words; minimum $1.00. 


Personal Services and Supplies 


SALESMEN SEEKING POSITIONS 
A Call for Your Line 


As salesman and salesmanager for two 
of the hardest-to-sell specialties on the 
American market my past and present 
employers will tell you that I have been 
a money maker for them. What have 
you to sell in New York or in Europe? 
Or, does your sales iorce, large or small, 
need to be galvanized into maximum 
productiveness? Any manufacturer 
whose product possesses sterling worth 
and limitless sales potentialities will do 
well to communicate with Arthur M. 
Eichorn, 111 South Grove Street, East 
Orange, N. J. 


SALES (CUTIVE wants a job 
that will r.qguire all his energy. Can 
build a business to replace war work or 
increase sales of business now estab- 
lished. Wide experience in automobile 
and mechanical lines. Thoroughly fam- 
iliar with advertising and manufacturing 
details and in training men for detail 
work. Can handle advertising, sales, or 
general managership. Box 215, SALES 
MANAGEMENT. 


SALESMAN with five years specialty 
experience, wants to engage in regular 
commercial line; university man, 32 years 
of age, good appearance and personality. 
salary or salary and commission. Box 
283, SALES MANAGEMENT. 


YOUNG BUSINESS EXECUTIVE 
with 11 years’ experience as advertising 
and sales manager; successful selling on 
road; especially familiar with automobile, 
machinery, and hardware products; open 
for connection with reputable, progres- 
sive concern: age 32, married. Box 228 


SALES MANAGEMENT. 


SALES MANAGER, at present in 
charge of sales department of nationally 
known and advertised grocery specialty; 
desires a change for personal reasons; 
past achievements will show ability as a 
producer; age 32, married. Box 256, 


SALES MANAGEMENT. 


Years of excellent connections as trav- 
eling salesman and branch office man- 
ager lave held but two positions past 
thirteen years; no objection to locating 
away from Chicago. Box 264, SALES 
MANAGEMENT. 

ASSISTANT SALES MANAGER de- 
sires connection with aggressive organi- 
zation in which executive sales ex 
perience with large building material 
and automobile specialties manufacturer 
would be an advantage. Several years 
in charge sales promotion department, 
familiar with routing and training of 
salesmen. 35 years of age, married. An 
opportunity is sought where hard work 
coupled with ability will bring advance- 
ment. Box 279, SALES MANAGE- 
MENT. 


BUSINESS SERVICES 


What’s Wrong with It? 

Letter of constructive criticism and 
suggestion, may reveal weakness in let- 
ters, folders, booklets, etc. Send $1 for 
each piece to be reviewed. 

Sales letters written from your data, 
$10 each—$25 for series of three. Prices 
on request for writing booklets, adver- 
tisements, etc. Been doing it for fifteen 
years. We also furnish a monthly serv- 
ice of constructive suggestion for a 
monthly fee—use us when you wish, 
THE COPYMAN, Leominster, Mass. 


Letter Specialist 


Sales letters written. Your valued re- 
quest will bring specimens of my work 
and testimony of others, without ob- 
ligation upon you. E, M. Dunbar, 1913 
Rowena Street, Boston, Mass. 


Live letters that sell things written to 
order, $5.00 each. Three for $10.00. 
Booklets, folders, ete., at reasonable 
rates. Write right now, for “Evidence.” 
G. F. Campbell, 96 Conkey, Hammond, 
Indiana. 


PRESS CLIPPING BUREAUS 


CONSOLIDATED SERVICE THE 
BEST. Newspaper Clippings on any 
topic. [ntire country intensively cov- 
ered with our nation-wide afhliated bu- 
reaus. Consolidated Press Clipping Co., 
610 Manhattan Bldg., Chicago. 


SUPPLIES 


RAILWAY DISTANCE MAPS AND 
hotel Guide. For laying out sales- 
men’s routes, for checking up expense 
accounts and sizing up a territory gen- 
erally, it is one of the most helpful aids 
published. It pays for itself several 
times over every month. 

In addition to maps, the Guide con- 
tains much valuable information regard- 
ing hotel rates and accommodations— 
revised up to January, 1919. 

Price $5.00 in either board of flexible 
cover. An expense reducer for all con- 
cerns, iarge or small. 

let us send you one on approval. You 
are under no obligation. If you find it 
is not what you want, simply send it 
back and the charge will be cancelled 
without question. THE DARTNELL 
CORPORATION, 604 South Dearborn 
St., Chicago, Il. 
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Reports on Persons Applying for Positions 


Statistics show that it costs from $50 to $500 to hire and train a salesman. If 
he fails, you lose that much. One New York concern had 400 salesmen fail 
within three years, representing a loss of $29,200. Ournew employment reports 
setting forth vital information regarding the character, environments, financial 
standing and personal affairs of applicants for positions will check up your judg- 
ment and help you keep the percentage of failures to a minimum. 


Information Our Reports Will Give You 


Much of the information contained in our employ- 
ment reports would not come out in a personal 
interview. Typical points covered are: 
plicant generally regarded as a successful busi- 
ness man? If not, what seems to hold him back? 
Is he given to sharp practices or tricky methods? 
Does he live within his means? 
intemperance? Is he known to gamble or spec- 
ulate? Can his word be relied upon? 
We get this infor- 
mation without interviewing the applicant, or 
Our investigators make 
careful and tactful inquiries through the per- 
sonal and business acquaintances of the applicant. 


any domestic troubles? 


divulging your name. 


What Users Say: 


Your inquiry of the 22nd inst. as to 
service rendered by the Retail Credit 
Company in the way of a personal re- 
port, we do not hesitate to state most 
smphatically that we regard their service 
as extremely valuable and, to our mind, 
almost indispensable We recall on sev- 
eral occasions where we have been safe- 
guarded against employing men who su- 
perficially presented very good impressions 
ind would have been employed, had not 
the Retail Credit Company supplied us 
with information that proved their worth- 
lessness and in several instances their dis- 
honesty.—An Atlanta Candy Manufacturer. 


Replving to your letter of the 22nd, in 
our judgment the Retail Credit Company's 
service has been a very good investment 
and is more than self-paying. The great 
majority of their reports, of course, con- 
firm the information that we get from the 
direct references given by applicant, but 
in several instances we have gotten a line 
on applicants that we did not get from 
their references, and the information given 
by the Retail Credit Company prevented 
us from hiring these men and losing our 
time and money on men whose character, 
habits or environment were such that we 
would undoubtedly have lost both time 
and money by taking them on our sales 
force.—A Large New York Corporation. 


We have been receiving reports from 
the Retail Credit Company from time to 
time and the services have heen very sat- 
isfactory, the reports being of considerable 
assistance to us. We highly recommend 
their services and feel well satisfled with 
the results and information we have ob- 
tained.—A Western Motor Truck Manu- 
facturer. 


Is he addicted to 


A Nation-wide Fact Gathering Organization 


Our organization has for 20 years made a spe- 
cialty of getting personal reports on individuals. 
We do business with concerns all over the coun- 
try. But it is only within the last few years that 
we have extended our service to furnishing per- 
sonal reports on applicants for positions. To get 
this information we maintain offices in all the 
larger cities and a corps of 20,000 inspectors 
covering ali towns and villages throughout the 
United States. When you wish to get full confi- 
dential information about any ‘ndividual, simply 
advise our nearest office (see iist below) and a 
full report on that individual will be furnished 
within a few days. It makes no difference where 
the applicant may live, or has lived, we have the 
facilities to find out about him. 


Let us send you, WITHOUT OBLIGATION, further information re- 
garding our new ferm of employment report. You will be surprised at 
how little it costs to back your own judgment in selecting employees 
with our fact-giving reports. They are saving other employers a great 
deal of time and money. They will do the same for you. 


EMPLOYMENT REPORT DEPARTMENT 


THE RETAIL CREDIT COMPANY 


Atlanta, Georgia 


New York, Chicago, Boston, Philadelphia, Detroit, Cincinnati, San 
Francisco, Richmond, Des Moines, Birmingham, Atlanta, Oklahoma 
City, Portland, Dallas, Denver, Kansas City, Memphis, Minneapolis 


THIS COUPON 


WILL BRING YOU FULL INFORMATION AND 


PRICES REGARDING OUR NEW EMPLOYMENT REPORTS. 


Individual 


Firm 


Street Address 


City 


S. M. 


Jan. 
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Back Your Salesmen | 


To The Lisit 


HE old race for business is in full swing. Every sales manager 
is turning loose his forces to fill the gap left by discontinued war orders. The prob- 
lem changes from how much the plant can produce to how much the sales department 
can Sseéli 
Old connections must be quickly re-established. New Markets must 
be found immediately. Man power must be multiplied by machinery to meet the task 
with greatest economy and biggest results. 


Pave the way for your salesmen and follow up their calls with direct 
advertising—the Addressograph makes this easy and profitable. It fills in letters exactly 
like typewriting, but 15 times faster—gets out circulars ‘on time’—puts your messages 
in the mail on short notice—saves time and money—increases accuracy in writing names 
on any or all forms listed to the right. 

The Addressograph, plus a complete, up-to-the-minute mailing list, 
is the shortest cut to the low-cost sales. 


FREE TRIA og lage stad it. Our representative will call with a 
your desk. If desired, | 


$60, Print Hand Addr raph. He will demonstrate it at 
he will leave it for FREE TRIAL. Just mail the coupon. 


Alddress ogfaph 


a PRINTS FROM TYPE 


Chicago New York 


Hand, foot lever or motor models 
for speedily printing (THRU 
RIBBON)  typewritien names, 
addresses, and other data on 


»-»> Changes in Prices 

Circulars 

Letters to “Fill In” 

Envelopes 

Statements 

Pay Forms 

Shop Orders 

Route Sheets 

Record Sheets 

Dividend Forms 

Checks 

Inventory Records 
rappers 

Labels 

Tags, Etc. 


Prompt service furnished at these cities — or you can Mail to nearest office—or phone for representative if list opposite names your city. 


make address plates in your own office if preferred: 


any Denver Newark Salt Lake City 

entown Des Moinse New Oriean San Antonio 

‘ Detroit New York San Francisco 
Omaha Seattle 
Oklahoma City Shreveport 
Ottawa, Ont. Spokane 


Philadelphia Toledo 
Phoenix Toronto 
Pittsburgh Washington 
Reno Wichita 
Dallas ri Sacramento Williamsport 
Dayton Minneapolis St. Louis Winnipeg, Man. 
Montrea! St. Paul 


Firm 


Dividend Forms (OTags, Labels 


2 f : : r Offici:z 
Pay Forms OPrice Lists, Wrappers } Micial 


Peoria Syracuse | Statements OEnvelopes, Circulars 
| 


Checks OInventory Records Address 


EE Sen ee 8 ee ee ee ee ee ee ee ee eee eee ee ee ee 
We use forms checked below: ADDRESSOGRAPH COMPANY Chicago 
Filling in Letters ORoute Sheets Without cost or obligation, please give us: 

Record Sheets OShop Orders | Facts about trial offer {Demonstration in our office 


